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Abstract 
Recent research on establishing a strong brand identity through web sites focus on the contributions that web site can 
make in three main areas: providing all the information for proving the unique and differentiated brand advantages, 
providing an e-commerce capability and a customized unique approach and encouraging interactive relationships between 
companies and their customers. Taking into account the existing literature this study attempts to identify the online 
strategies and the web sites features used by the Greek food exporting SMEs in order to establish a strong brand identity in 
the global market. 
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1. Marketing through websites 
The main advantage of the Internet for an SME is the potentiality to overcome time, distance and location 
constraints, in international markets. Strauss et al., (2006) described Internet as “equal access to information 
about products, prices, and distribution”. In addition to reduced transaction and intermediation costs, through 
company’s websites it is argued that firms can establish a strong and high quality brand identity and provide 
information that establishes who the organization is and that it is a trustworthy source.  
Recent research on the topic of the utilization of web sites as a business strategy focus on the contributions 
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that web sites can make in three main areas: providing consumer information, providing an ecommerce 
capability, and encouraging the development of interactive relationships between companies and their 
customers. There is extensive research on small and medium enterprise (SME) adoption of electronic business 
(e-business). Many of these studies explore the factors (barriers and drivers) that influence SME owner-
manager adoption decisions (e.g. Gibbs et al., 2007; Gilmore et al., 2007; Quaddus and Hofmeyer, 2007; 
Roberts and Toleman, 2007; Simmons et al., 2008; Tan and Macaulay, 2007; Xu et al., 2007). The most 
commonly-used theories are: The resource-based view of the firm; Porter’s models (generic strategies, 
industry forces and/or value chain analysis); theory of planned behavior; technology acceptance model; and 
Rogers’ diffusion of innovations theory (Parket and Gastleman, 2007). Many companies may be convinced of 
the need for a web site, but unclear about how to utilize the web site in terms of establishing a strong brand 
identity.  While companies may have a web site presence, only those that believe it provides a competitive 
advantage would use their web site across a variety of marketing communication activities. Bush et al. (1998) 
found that while 78% of the companies had integrated the Internet with their marketing strategy, only 41% 
believed Internet marketing provided their companies with a competitive advantage. Chaffey et al. (2000) 
suggest six key elements of effective website design for achieving marketing objectives. These are described 
as the ‘6Cs’ and include: Capture, Content, Community, Commerce, Customer orientation and Credibility.  
 
Therefore, there is a need to have a much clearer understanding of E-Marketing opportunities for SMEs; and 
how these technologies can be used to carry out the organization marketing activities and processes in a more 
effective and efficient way than reliance on traditional marketing practices. Especially during an economic 
crisis where the internal market is not promising, while the global environment is, we try to identify, which 
are the main websites characteristics that are used by Greek large food SMEs, for establishing a strong brand 
identity. All of Greek exporting firms are not expected to be engaged in the same level and types of marketing 
activities on their web sites. Our research results focus on marketing communications trends and differences 
across large exporting firms’ web sites and we try to compare Greek SMEs’ website features used for 
establishing a strong brand identity with best practices and website features examined by other works and 
other countries. 
Accordingly, this work is designed to make a contribution to both academic literature and to SME food 
owner/operators and especially potential exporters directly in providing baseline information that will assist in 
assessing and improving web sites focusing on brand identity and developing marketing strategies for 
establishing strong brand identity, using their web sites effectively.  
2. Data and Methodology 
After peer review of existing website evaluation frameworks in the literature and taking into account input 
from web style guides, marketers from the Greek agro food industry and how to build a clear brand identity, a 
website design framework specific to Greek SMEs, in line with that proposed by Chaffey et al. (2000) was 
derived (Notta and Vlachvei, 2013; Begalli et al., 2008).  
 
This framework has 29 attributes spread across 4 categories. This B2C framework forms the criteria for the 
data collection instrument in the SME website evaluation. The four main categories are:   
 
Contact information-easy of use: Branding in the online world is far more than just transferring a print 
brand identity to the Web.  Web site's ability to engage customers and facilitate an ongoing relationship with 
them is the real key to successful branding on the Web. When delivered consistently, a brand shapes 
consumers’ perceptions and expectations. A successful brand celebrates personality, honors values and 
embodies the spirit of the subject that it represents. Given that web sites are often entry points to a company 
and visitors typically want to access information about the company, contact information for the organization 
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should be on the main menu page and therefore easily accessible contact e-mail, and contact telephone or 
address. However, the ease of use of the website is also a very important feature for the visitor, since if the 
first visit is difficult and chaotic, without the  preferred language, without site map or available home button, 
visitor will exit the page and will try to find a more helpful and informative webpage. Creating an online 
brand isn't just about the design, overall look and feel, and a pretty logo. It is very much connected to and 
enhanced by a positive user experience and an intuitive navigation scheme. In most circumstances, users want 
to get in, find what they want (information, items to buy, informal chats and community-related interaction) 
and then get out, on their terms, whether that means two minutes or two hours. E-businesses need to assess 
users' impressions of how easy it is to navigate a site and find what they want.  
Corporate branding establishment: The need for corporate and product brand building advertising in 
business-to-consumers is essential and obligatory. The web site can communicate information about products, 
prices, promotion and/or distribution. A corporate web site can provide a variety of information such as 
details about product lines, specific products, product use, product benefits, prices, and distribution options 
(availability of products from various intermediaries). Company information includes components such as tag 
lines and corporate logos. The most important however is to persuade visitors about the high quality of 
products, the large number of options and offerings and to create awareness, communicate benefits, promote 
trial, and urge customers into action. The branding strategy has to develop clear, compelling, consistent 
messages that are easily conveyed, since brand is reputation and promise. 
Community: A brand in the world of e-business is more largely affected by the interactive experience that 
firm provides to users. It is well-known that the Web allows firms to build one-to-one relationships with 
customers.The most unique and interesting characteristic of web sites is the enhanced ability for two-way 
communications between site visitors and the manufacturer. A web site can provide potential customers with 
information, but also can provide potential customers the opportunity to exchange information with the 
manufacturer. The manufacturer can provide information on new and complementary products, list answers to 
frequently asked questions, publish a newsletter that is electronically distributed to interested persons, and 
provide online questionnaires that invite customers to give feedback on the company and its offerings. 
Through the website manufacturers can also learn more about the interests of visitors, collect specific 
information directly, and involve the visitor in a continuing dialogue. Therefore, must  include feedback 
mechanisms such as direct email links, signups, surveys, and questionnaires, forums, social media like 
facebook, twitter etc. However, what is more important is the quality of those relationships 
Commerce: A website provides SMEs with new opportunities to enhance existing export activities or to find 
new foreign customers. The ability to develop successful online ordering processes however is undoubtedly 
related to the specific competencies of manufacturers. A transactional web site refers to a site where there are 
pages for placing orders or conducting online financial transaction. Some sites request log-on to carry out a 
transaction, others do not. An important characteristic of online shopping is that consumers have to base their 
judgments on product information presented on these websites. As a consequence, website design plays a 
significant role in affecting consumers’ online shopping performance and attitude toward the websites 
(Palmer 2002).  
 
Table 1. Distribution of firm sample by sector 
 
Sector Frequency Sector Frequency 
Manufacturing of wine 34 firms Manufacturing of sausages 14 firms 
Manufacturing of milk 29 firms Fats and oils 10 firms 
Water and refreshments 26 firms Chocolates and candy products   9 firms 
Miscellaneous 18 firms   
Total                                                                  140 firms 
 
In order to achieve the above research aims we focus on the analysis of the existing web-sites to provide a 
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critical evaluation of their quality in relation to the most relevant marketing objectives and approaches. 
Successively a direct survey, using specific questionnaires, has been carried out on Greek large food SMEs. 
We obtained our empirical data on e-marketing practices from a questionnaire survey conducted in September 
2012. Our sample has been drawn from Hellas Stat Data and includes almost large exporting firms. The total 
size of our sample was 140 large agro food SMEs. Table 1 shows the distribution of agro food firms into 
different food sectors. According to Table 1, most of the firm samples are distributed in three sectors: 
manufacturing of milk (29 firms), manufacturing of wine (34 firms) and manufacturing of waters and 
refreshments (26 firms).  
3. Results 
Table 2 provides an overview of the individual components utilized within the study. The four comprehensive 
categories identified in this study include conduct-ease of use, corporate brand identity, commerce features 
and community characteristics. The most significant and noteworthy evidence of Table 2 is the limited 
number of SMEs that use e-commerce. Only 13.6% of SMEs provide to their customers an opportunity of 
online orders, while even in this case, the information about prices, method of payment, delivery time and 
cost is given by less than half of them. The latter proves that only a limited number of producers implement 
transactions through their web sites, which shows that either firms are not convinced of the benefits of e-
commerce, or the obstacles to adopting e-commerce such as, reservations regarding the security of e-
transactions, or high transportation cost due to high shipping and handling fees, are still very significant. It is 
obvious that there is a reluctance to introduce complex online selling and payment functions on their web 
sites.  
 
The more utilized components of “corporate strong and high quality brand identity” category by the Greek 
food SMEs are storytelling, mission and vision statement whereby firms can develop their clear, compelling 
and promising messages and information about SME’s quality policy. In the case of food products is essential 
and very promising the reference to either a long tradition in the manufacturing of the product which can be 
proved by the history of the firm, or quality policy statements and proofs. Both strategies can create 
awareness and reputation. These three variables account the 57% of the significance of the components of the 
category. In community category, 64.3% of SMEs use newsletters and latest news and 35% of the sample 
firms use social media like facebook and twitter. The latter shows that Greek food firms are not very familiar 
or open to interactive relationships with customers and only few are involved to forums or surveys and 
questionnaires in order to have customer feedback. 
 
Table 3 provides an overview of individual items classified into the four comprehensive categories along with 
the frequency of use for the items. From the results we can easily conclude that most of Greek food SMEs 
uses their website as a place where visitor can find mailing and electronic address, along with telephone 
numbers and a short or large story about the firm, while almost all websites include their logo and firm name 
on every page.  
 
Differences between categories across food sectors are presented in Table 4. The results show that in case of 
wine sector almost 87% of the firms use the components of “conduct and ease of use” category, while in case 
of milk sector 70% of firms use the components of the same category. Corporate strong and high quality 
brand identity components are used the most by Miscellaneous category (64% of firms), while these strategies 
are used also effectively by sausages and water /refreshments sectors (58% and 57% of firms respectively). 
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Table 2. Results according to proposed framework 
 
  Frequency Percent 
Conduct – ease 
of use 
  
  
  
  
  
  
  
Direct email address 123 87,9 
Mailing address 136 97,1 
Telephone number availability 133 95,0 
Home button available 133 95,0 
Sitemap 39 27,9 
Language used 108 77,1 
FAQ 19 13,6 
Logo and firm name on every page 139 99,3 
Corporate 
strong and 
high-quality 
brand identity 
  
  
   
History/story about available 138 98,6 
Mission statement /Vision statement available 87 62,1 
Information about quality policy 91 65,0 
Information about certifications 71 50,7 
Social responsibility proofs 40 28,6 
Human resources 39 27,9 
Employment opportunities 28 20,0 
Dedicated retailers 62 44,3 
Commerce 
  
  
  
  
  
E-commerce availability 19 13,6 
Prices available 11 7,9 
Online shopping card available 10 7,1 
Identified method of payment 9 6,4 
Delivery time 5 3,6 
Delivery cost 7 5,0 
Community 
  
  
  
  
  
  
Facebook/twitter 49 35 
Media updates/Latest news 90 64,3 
Forum presence 4 2,9 
You tube videos 30 21,4 
Online sign-up  17 12,1 
E-mail newsletters 90 64,3 
Customer Feedback 10 7,1 
 
 
The differences between sectors in case of e-commerce availability/use are significant. It is extremely 
interesting that only 21.6% of wine firms use e-commerce category components, while firms in all other 
sectors do not provide to their customers online ordering and purchasing services. The latter can be explained 
by the fact that only wine firms are used to sell their branded products individually through their websites, 
while the competition between branded wines in the web is very high and demanding. Community 
components are used the most by chocolate and candy products, however with mean number of firms less 
than 50%. The most significant components of the category are: e-mail newsletters, social media like 
facebook and twitter and media updates/latest news.  
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Table 3. Components listed by usage frequency on web sites 
 
   Frequency Percent 
Top-third Logo and firm name on every page 139 99,3 
  History / story about available 138 98,6 
  Mailing address 136 97,1 
  Telephone number availability 133 95,0 
  Home button available 133 95,0 
  Direct email address 123 87,9 
  Language used 108 77,1 
Middle-third Information about quality policy 91 65,0 
  Media updates/Latest news 90 64,3 
  E-mail newsletters 90 64,3 
  Mission statement/ Vision statement available 87 62,1 
  Information about certifications 71 50,7 
  Dedicated retailers 62 44,3 
  Facebook/twitter 49 35,0 
Bottom-third Social responsibility proofs 40 28,6 
  Sitemap 39 27,9 
  Human resources 39 27,9 
  You tube videos 30 21,4 
  Employment opportunities 28 20,0 
  E-commerce availability 19 13,6 
  FAQ 19 13,6 
  Online sign-up  17 12,1 
  Prices available 11 7,9 
  Online shopping card available 10 7,1 
  Customer Feedback 10 7,1 
  Identified method of payment 9 6,4 
  Delivery cost 7 5,0 
  Delivery time 5 3,6 
  Forum presence 4 2,9 
 
4. Conclusions 
This study attempts to identify the online strategies and the web sites features used by the Greek food 
exporting SMEs in order to establish a strong brand identity in the global market. In order to achieve the 
above research aims, we focus on the analysis of the existing web-sites to provide a critical evaluation of their 
quality in relation to the most relevant marketing and branding objectives and approaches. We used a B2C 
framework with 29 components spread across 4 C categories: Corporate conduct information-ease of use,   
Corporate strong and high-quality brand identity, Commerce and Community.  The total size of our sample 
was 140 large exporting agro food SMEs.  
Our results show that only few food manufacturers use the full complement of marketing communication 
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activities on their corporate web sites. A small percentage of the many possible branding activities are 
currently being used. The latter proves that establishing a strong brand identity is very difficult without being 
able to use a comprehensive and integrated marketing communications web site strategy to differentiate firm’s 
products from its competitors. According to our results most of Greek food SMEs uses their website as a 
place where visitor can find mailing and electronic address, along with telephone numbers and a short or large 
story about the firm, while almost all websites include their logo and firm name on every page. Emphasis 
should be given to e-commerce availability and integrated community interrelationship by Greek food SMEs. 
The differences between sectors in case of e-commerce availability/use are significant. Only in case of wine 
firms there is e-commerce availability, while community components are used the most by chocolate and 
candy products, however with mean number of firms less than 50%. The most significant components of the 
category are: e-mail newsletters, social media like facebook and twitter and media updates/latest news.   
Further research with larger sample and also the use of an integrated B2C framework with more categories 
and emphasis to customized/personalized services would extend our research and benefit the emerging field 
of branding through websites. 
 
Table 4. Results by food category (%) 
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Conduct – ease of use 73,6 
 
71,4 86,8 69,8 80,5 79,2 72,5 
Corporate strong and high-
quality brand identity    
57,0 58,0 34,9 47,8 63,9 41,7 55,0 
Commerce 4,3 2,4 21,6 2,3 0,9 5,6 0,0 
Community 26,5 25,5 31,1 28,6 37,3 41,3 21,4 
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